Now, on their part, doctors wish to use us to foster the doctor/patient relationship on which they depend. In this new scene and under these new circumstances, at one level we can and must do this; but at another level, in the big ethical debates, we have to explore something newthe patient/doctor relationshipand it is in this area that the evolution of the next eighteen months will take place. Quite how, I don't know, but I feel that when it has been explored we might have a healthier country based on real truth and understanding.
Considering the very substantial amount of time that most of us spend in front of a television set, the effects (at least, those that have been measured) have often proved to be surprisingly slight. Sometimes, but by no means always, this is because the effects are not in the same direction, so that the residual effects are much smaller than the sums of their parts. But whether this is so or not, few big dramatic effects have been observed. The partial picture revealed by the woefully inadequate amount of research devoted to this topic consists of a complex, vague and diffuse pattern of comparatively minor changes.
'Displacement Effect' ofTelevision
The one effect of television that has been far from slight is the so-called 'displacement effect' -we can't devote an average of fifteen hours a week to television without giving up something. But what we have given up is generally speaking, 'doing nothing in particular' and (what was often no more positive) 'listening to the radio in the evening' (Silvey 1949) . The evidence that viewing replaces active participation in other things, e.g. reading, or that it reduces social behaviour such as 'chatting' or 'visiting' is, according to Klapper (1961) , disputable.
'Effects' Theory It seems likely that television is simply the most efficient absorber of spare time yet invented. To put it more formally, the theoretical model that best explains the varied, but generally heavy, consumption of television is that, more than any of the other mass media, it is a ready agent for gratifying a number of basic needsfor escape from harsh reality, for reassurance, to make sense of the world around us, for vicarious outlets for anti-social urges such as violence, and so on. This 'uses and gratifications' theory postulates that television is rarely a direct cause but that it produces its influences through a large number of mediating factors. It goes far to explain the complex effects (or lack of them) that television has been found to produce.
Fictional Programmes
The most commonly received pictures of medicine are the ones conveyed by the fictional, romanticized worlds of 'Emergency Ward 10', 'Dr Kildare' and 'Dr Finlay's Casebook'. Most episodes in these series were viewed by not far short of ten million people and there are only comparatively small minorities who have not been exposed, at least occasionally, to one or more of them. Fortunately perhaps, the research evidence suggests that most viewers use such series 'for what they are worth', which is to satisfy their needs for escapist entertainment. Nevertheless, the 'soap-opera' is used, it appears, as an information source and to provide models of behaviour which are subsequently copied (Herzog 1941) .
And the nearer the series comes to a contemporary setting, the more this is likely to happen. Real risks reside in the attempt to achieve reality, and a keen sense of responsibility on the part of the writers and producers is called for.
News and Current Affairs
Actuality as well as fantasy contributes to viewers' diet. A certain amount of the hard facts in actuality programmes will 'get across' (probably not more than about one quarter of the hard facts in the broadcast) but this will be eroded by time. Apart from disseminating information, these current affairs programmes also affect attitudes. And since they will be 'believed', that is, seen as 'real', their power to affect attitudes will be the greater. Indeed, as a formative agent in creating opinion on new issues, such as those raised by organ transplants, television may be very important.
Medical Documentaries 'Your Life In Their Hands' is the medical documentary that made the greatest impact, with audiences of over eight million every weekand it was undoubtedly the filmed operation sequences that proved so mesmeric. Nevertheless, despite the near-sensation it aroused, the actual effects produced were not startling (BBC Audience Research 1958) . For example, the series made little difference to the high prestige of hospitals or to the points of detail on which they are sometimes criticized. It increased, on average, the 12 proportion who said they would be 'relieved' to undergo hospital treatment for six named complaints and the proportion who were 'confident' in the outcome of such treatment. There is some evidence that viewers of a particular programme in the series did absorb knowledge from it. Finally, the series did not appear to affect 'the more anxious' viewers more than others.
A few years later, at the suggestion of the College of General Practitioners, a study was made of the effects of a television documentary about the immunization of young children against diphtheria and smallpox. Records were kept by 142 members of the College and 5 local authority clinics of the numbers of first immunizations they performed in the weeks preceding and following the programme (BBC Audience Research 1960). If anything, there was a fall in the numbers. What little evidence there is suggests that the failure to persuade parents to have their children immunized occurred because, having been made to feel guilty, they reacted by adopting the 'comfortable' point of view that 'there is far too much fuss made about immunization nowadays'.
Conclusion
All in all, a scrutiny of research results leads to the conclusion that the power of television to affect attitudes and behaviour and to convey information can easily be overemphasized. By far the most likely result of any piece of broadcasting is to reinforce existing attitudes and beliefs, not to change them. To oversimplify, this is because we all try to reduce 'dissonance' in our nexus of beliefs; changing our opinions can be supremely uncomfortable since it disturbs the delicate balance of our belief system (Katz 1960) . On the other hand, creating opinion on new issues may minister to our mental comfort and consequently be much easier to achieve, whilst minor attitude change presents little difficulty. It is this that is happening all the time.
This hasty review of some of television's effects could not do more than point to some of the more significant results of social research during the past thirty years. The canvas is so vast, and so little research has been done, that it may well take another thirty years before we can really claim to be able to answer most of the important questions.
Television Medical Advertising
Sir Paul Chambers (The Advertising Association, London) My subject is the impact of television advertising on medicine. At once it raises the wider issue of how television is used to help sell consumer goods of any kind. For it is quite unrealistic to put the advertising of medical products in a separate hygienically sealed compartment. Obviously, there are special considerations to be taken care of in advertising medicines and these are discussed by Sir John Richardson (p 394). But the principles of marketing, of which advertising is an integral part, are common to just about everything which is made to be sold very widely in what we know as the mass market.
It is important to understand what advertising does, and what it does not do. To start with what it does not do: it does not sell unsatisfactory products. It is not a substitute for excellence or convenience or low price or any other of the advantages which people look for when they go shopping. Its first function is to draw attention to the productto 'get through' to people, often to people who are only half-attendingthat the product exists, that it has a name of its own and that it is worth trying. This is necessarily a broad imprecise appeal to people's sympathies and attention. There is not much opportunity for detailed factual information at this first attentiongetting stage. And this applies to television advertising above all other kinds of selling. I hope this does not sound too obvious. But in spite of all the hard facts to the contrary and the everyday experience of people who spend their lives in advertising, there is still a notion in some quarters that advertising can sell anything. If only it were true! It would solve most management problems at a single stroke. It would do away with the need for research into new products, with innovation and improvement of existing products, with research on new processes to reduce costs, with salesmen travelling the country calling on retailers and with all the apparatus of marketing. We would not even need to find out, if we could, what people actually like or would buy if it was offered to them. All we should need to do would be to buy chunks of space in newspapers and time on television and the goods would melt away.
In the real world, of course, selling is not as easy as that. It could be that some products are of such outstanding excellence, novelty or usefulness and have such a news value that they would sell without any advertising support. No doubt one can think of examples in the pharmaceutical field which seem to fit that supposition. But again,
